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2005-4238 IJAST Copyright ? 2020 SERSC Advantages And Strategy Of Services In Improving Loyalty Of
Customers Bank Dr Khamdan Rifa'i SE. M.Sc Lecturer in the Faculty of Islamic Economics and Business,
Jember State Islamic Institute Abstract The importance of services to customers will have an impact on
strategic support to increase customer loyalty. The purpose of this study is to analyze the effectiveness of
excellence and strategy in increasing customer loyalty.
The method of study using qualitative methods by describing some symptoms or events relating to the
problem or unit being studied. Data collection methods using interview techniques, leadership research
samples and BRI BRI Syariah Banyuwangi bank customers. The results of the study concluded that
competitive advantage needs to be supported by the right strategy, in this case, the existence of an effective
Relationship Marketing system to increase loyalty and provide services, explanations and assistance related
to banking products to customers.
Secondly, the consistent application of Relationship Marketing principles as in point one above has
significantly impacted Customer Loyalty on customers at BRI Syariah Syariah Banyuwangi. Third, Overall the
services provided by BRI Syariah Banyuwangi Bank are in accordance with Relationship Marketing and line
with the principles of Islamic economics, so that the competitive advantages that exist in Islamic banking can
be optimally translated by BRI Syariah Banyuwangi Bank which makes this banking able to develop rapidly,
especially in the past 3 years.
Keywords: Excellence and Strategy To Improve Customer Loyalty Introduction Good corporate governance is
increasingly echoed when Indonesia collapsed due to the multidimensional crisis in 1997. Along with
increasing the spotlight on the implementation of good corporate governance, the paradigmatic concept of the
New Public Management also emerged. The emergence of the New Public Management paradigm is aimed at
reforming management in the business institutions sector to be more professional.
The concept of new public management aims to improve discipline in the efficiency, effectiveness of public
performance in modern bureaucracies. Public services (in this case are public business institutions) as one of
the business institutions so far seen as part of economic organizations that are "less competitive or
productive". The lousy image inherent in public business institutions cannot be separated from the
unsatisfactory performance of the organization and makes its stakeholders loyal.
The unfavourable image of this public business institution cannot be separated from the participation of
individuals involved in services that are considered to be suboptimal so far. To improve organizational
performance, individual performance must also be improved. Kim (2005) suggests that individual factors are
important predictors of organizational performance. Rainey and Steinbauer (1999) have developed a
theoretical framework about an effective organization.
The model proposed by Rainey and Steinbauer (1999) is that an effective organization has a high motivation
among its members which include : P ublic service motivation, motivation mission and task motivation . The
model designed by Rainey and Steinbauer (1999) is inseparable from the research results of Crewson (1997)
which states that there are motivational differences between employees / employees working in the public and
private sectors.
This emphasizes that there must be a differentiation in efforts to increase work motivation between employees
in public business institutions and private business institutions . But despite their differences on work
motivation among employees in public business institutions and private business institutions that , but the
same goal ie between both of them achieve corporate objectives, namely creating a faithfulness or loyalty pa
da consumer or customer to the company.
The importance of loyalty is no doubt, many companies look forward to retaining their customers or customers
in the long run, even if possible forever. Companies that are able to develop International Journal of Advanced
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Building customer or customer loyalty is not an easy thing especially done with an instant process.
Understanding how or why a feeling of loyalty needs to be developed in the minds of customers is an
important management issue today (Pritchard et al. , 1999). Dick and Basu (1999: 103) states that loyalty is
not just about the level of customer loyalty to a mer e k ( brand loyalty ) but also about loyalty in terms of
service ( service loyalty ). Disney (1999: 491) states that a customer-focused organization will direct its
activities to meet customer needs or requests. The business world is always progressing and rapid change, so
sue the company to respond to changes - changes that quickly and precisely.
The company's inability to respond to competition or existing market conditions appropriately can reduce
loyalty and can even result in customers switching brands. Without the loyalty of customers, the company will
not develop properly, even may experience a decline or decline in business that could threaten the existence
of the company. So an important issue facing companies today is how the company attracts customers and
maintains its loyalty, so that it can continue to survive and develop.
One way that can be taken to increase customer or customer loyalty is to determine the right strategy so that
the company is still able to survive in the midst of competition, has a competitive advantage and can increase
profitability. However, in carrying out its strategy the company can fail if without the support of the company's
internal parties as well as external parties in this case are the customers (Pritchard et al. (1999).
In other words the success of marketing a company will be achieved through implementation of marketing
strategies that involve companies and customers Marketing strategies that involve companies and customers
that continue to experience growth, and are relevant to the current situation of the business world is
Relationship Marketing , a marketing strategy that seeks to foster closer relationships with customers, manage
a long term length of mutual benefit. Relationship Marketing refers to all marketing activities that are directed
at the formation, development, and maintenance of successful relationships between companies and their
customers (Too, in Anderson, et al. , 1994).
Relationship Marketing Strategy is believed to provide benefits to customers, and allows to complicate
competition obstacles for competitors, thereby enabling companies to increase loyalty (Evans and Lakin,
1994: 446; Hennig-Thurau and Klee, 1997: 741; Reynold and Betty, 1999: 12). But the problem is what and
how to realize Relationship Marketing , so marketers can increase customer or customer loyalty. In a more
practical context, how the implementation of Relationship Marketing is applied in public business institutions
such as BRI Syariah Banyuwangi Bank in Banyuwangi is important because BRI Syariah Bank is a public
business institution that is oriented towards banking development in accordance with Islamic principles or
Islamic law.
On the other hand, in general, Islamic banks (of course , BRI Syariah Banks ) prioritize contracts for each type
of activity so that cooperation is carried out in accordance with the initial agreement of both parties and cannot
be changed at any time by one party. Meanwhile, conventional banks recognize floating conditions, which the
agreement can be changed at any time by the bank in accordance with economic conditions. For financing
customers , of course this is very profitable because the value charged will always remain in accordance with
the value at the time the contract was held.
For funding customers , customers can keep their money in accordance with their needs, for example, the
need to save only, so it is enough to enter into a wadiah contract so that the funds deposited will remain the
same; neither increases nor decreases. And if the customer wants to invest his money, then he can use the
Mudharabah Akad (cooperation) product so that the customer will get a profit sharing with a fluctuating value
according to the results of the bank in rotating the money.
Then, in fact customers will benefit more from facilities in Islamic banks compared to conventional banks
because of certainty in the value of installments and customers can control their assets, not 'surrender' to the
bank. Is this advantage able to increase customer loyalty or is it necessary to support other strategies such as
Relationship Marketing to increase customer loyalty. The conception of Relationship Marketing is also
consistent with Islam that advocated prioritizing the glory of living and establish silaturrahim fellow Muslims
with each other Muslims as Allah SWT says in su rat Al-Qolam paragraph 4, as follows: And Thou art truly
virtuous great.
Furthermore, Allah says in Surah Ali 'Imran verse 159, explaining the truth of a believer or International Journal
of Advanced Science and Technology Vol. 29, No. 7, (2020), pp. 5308-5316 5310 ISSN: 2005-4238 IJAST
Copyright ? 2020 SERSC maintaining silaturrahim with those who are always with us as follows: It is due to
the mercy of Allah that you behave gently toward them. if you are being hard and hard, they will distance
themselves from your surroundings.
Therefore forgive them, ask forgiveness for them, and consult with them in the matter. Then if you have made
up your mind, then put your trust in Allah. Indeed, Allah loves those who put their trust in Him . Based on the
explanation above and supported by the proposition of the Koran it is interesting to discuss it further, so that it
is known holistically how the mechanism of effectiveness, excellence and strategy in increasing customer
loyalty Bank BRI Syariah Banyunwangi.
Literature Review Customer loyalty Loyalty describes the willingness of customers to use goods or services
repeatedly and exclusively, and voluntarily recommend these products or services to other consumers
(Lovelock and Wright, 2005: 133). The definition of loyalty is based on two approaches, namely attitudes and
behaviors. In the behavioral approach, it is necessary to distinguish between loyalty and repurchase behavior.
Repurchase behavior can be interpreted as the behavior of customers who only buy a product or service
repeatedly, without including aspects of feeling and ownership in it. Loyalty is a behavioral response,
expressed over a long period of time, and results in commitment. Loyalty can guarantee a better future for the
company.
Close and long-lasting relationships with consumers usually show a reduction in service costs, because the
company's knowledge of customer needs is increasing, so the company is ultimately able to provide better
services at lower costs. Loyalty can be manifested in barriers to moving products or services, the desire to
recommend to others, good comments in word of mouth communication, willingness to encourage others to
do business with the company concerned, and willingness to buy back. Customer loyalty is due to a large
switching barrier.
In addition, customer loyalty can also arise because customers are satisfied with an item or service, so there
is a tendency to continue the relationship. In this paper, loyalty is shown through obstacles to move to
competitors, the desire to recommend to others, good comments, and encourage others to want to do
business or activities that are mutually beneficial with the company. Loyalty occurs when an individual has an
interest in maintaining close relationships, usually the result of a series of positive experiences in the past.
This experience can be tangible, for example product quality, ease of use of effective services. Then the
intangible, for example, communication that is full of warmth, company image that can be trusted (Lovelock
and Wright, 2005). One important factor in building loyalty is the intention to support products or services by
making positive recommendations (positive word of mouth communication) based on their experience. If the
customer is satisfied with the goods or services provided, the customer will be loyal and recommend the
product to others.
Oliver (1999) states that loyalty develops following four stages, namely: a. The first stage is cognitive loyalty
where customers use information about the benefits of a product or service over other products or services.
Cognitive loyalty is based on functional characteristics, especially costs, benefits, and quality. b. The second
stage is affective loyalty where attitude is a function of cognition in the initial purchase period (the period
before consumption) and is a function of the previous attitude plus satisfaction in the next period (the period
after consumption).
The emergence of affective loyalty is driven by satisfaction factors that give rise to liking and become objects
as preferences. Customer satisfaction is highly correlated with future repurchase intentions. c. The third stage
is conative loyalty which shows an intention or commitment to do something. Intention is a function of previous
intentions in the period before consumption and attitudes in the future after consumption.
So conative loyalty is a loyalty that includes a deep commitment to make a purchase. d. The fourth stage is
the loyalty of actions, conative aspects or intentions to do, develops into behaviors and actions. Intentions that
are followed by motivation are conditions that lead to readiness to act and a desire to overcome obstacles in
carrying out those actions. A fully integrated customer at the action loyalty stage can be hypothesized as a low
level of vulnerability to move to International Journal of Advanced Science and Technology Vol. 29, No. 7,
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In other words, the loyalty of these actions has little or no opportunity for customers to move to other products.
Relationship Marketing Relationship marketing is a marketing strategy concept that seeks to establish long-
term relationships with customers, namely maintaining a strong and mutually beneficial relationship between
service providers and customers that can build repeat transactions and create customer loyalty. Chan (2003:
6) defines Relationship Marketing as a closer introduction of each customer by creating two-way
communication by managing a mutually beneficial relationship between the customer and the company.
Chan also stated that the main objective of Relationship Marketing is to find the customer's lifetime value, the
next goal is how to manage so that the lifetime value of the customer can continue to be enlarged from year to
year. After that the next goal is how to use the profits from the first two goals earlier to get new customers at a
relatively low cost. While the long- term goal is to generate continuous profits from two groups of customers,
namely current customers and new customers.
Morgan and Hunt (1994) stated that Relationship Marketing requires a commitment and trust. Commitment
and trust produce benefits that drive efficiency, productivity and effectiveness. The relationship between the
two can also be directly proportional or cause and effect. Decrease in commitment in a relationship can occur
because there is no more trust in the relationship.
Ndubisi (2007) argues that communication is a very important means when building a relationship with
someone, customers also expect good communication from the company, so that customers are able to know
the messages conveyed by the company, and with communication the company can also find out customer
complaints or dissatisfaction with the company's products and services, which can be useful for the company
to continue to improve its performance. This is according to Ndubisi et al. (2009), competence is a very
important variable in Relationship Marketing, this is supported by the premise that people tend to assess and
maintain relationships with individuals or institutions that have reliable competencies. These competencies can
be the result of intellectual, technical, commercial and social skills.
Satisfied customers will be loyal and will be a media liaison to other prospective customers by giving good
recommendations to prospective customers to also use the services of the company (positive word of mouth
communication). In the end, an ongoing relationship will increase the company's ability to improve service
quality, because customers will be willing to provide advice, input and criticism of existing service weaknesses.
Trust is generally seen as a fundamental element for the success of Relationship Marketing.
Without trust a relationship will not last in the long run. Morgan and Hunt (1994) state trust as the foundation of
a partnership strategy, when there are parties who have the desire to commit or commit themselves to a
certain relationship. Trust is a factor in the formation of commitment because commitment includes factors of
trust and sacrifice. Morgan and Hunt (1994) that trust significantly influences commitment in a relationship.
Trust is also a belief that is owned in a relationship with a work partner associated with an honest attitude and
help one another. To gain trust from customers, companies must communicate effectively, adopt norms that
are believed by customers, and avoid negative ratings (Morgan and Hunt, 1994). The biggest failure in the
relationship between consumers and marketers is a lack of trust (Sherman, 1992; Morgan and Hunt, 1994).
Consumer and corporate relationships require trust to be a long-term relationship (Berry and Parasuraman,
1991; Morgan and Hunt, 1994).
Commitment is a belief between related parties who want a continuous relationship, and is considered
important in order to maintain the relationship. The company's commitment is at the core of Relationship
Marketing. The company's commitment can be obtained by the company making customers a top priority,
long-term, and based on a mutually beneficial relationship. The company's commitment can also be
interpreted as a promise or pledge of the company to maintain relationships that have been well established,
because these relationships have significance (Morgan and Hunt, 1994).
Company commitment can be aimed at continuously learning to provide customer needs and service quality
will increase customer satisfaction, which in turn will lead companies to create close relationships with their
customers, Ndubisi (2007). International Journal of Advanced Science and Technology Vol. 29, No. 7, (2020),
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includes capabilities related to technology and expertise acquired through organizational learning or collective
learning (Prahalad et al., 1994).
Competence is a very important variable in Relationship Marketing, this is supported by the premise that
people tend to judge and maintain relationships with individuals or institutions that have reliable competence
(Ndubisi et al., 2009). The National Retail Merchants Association in America reports that companies lose about
20 percent of their customers each year (Rakstis, 1996; Ndubisi et al., 2009), mostly because of problems
related to providing incompetent services.
So it can be concluded how important the company is to be able and have sufficient competence to meet the
expectations of its customers so as to provide satisfaction to customers. Communication is a very important
means when wanting to build relationships with someone. Communication is an adhesive tool between the
company and its customers, so communication has a vital role in fostering relationships. Companies whose
orientation is trying to meet the wants and needs of customers and are trying to get sustainable profits really
need a communication role.
The continuity of the relationship depends on how to communicate. The success of a communication can be
influenced by several things, including the clarity of ideas to be conveyed, the similarity of perception between
the sender and receiver of information, the absence of distortion, and the right communication channel. The
communication process also influences the success of the relationship between the company and its
customers.
Through communication, customers can also express their dissatisfaction so that it can be used as a
reference for the company to improve its performance. If Relationship Marketing is to succeed, it must include
all the messages in marketing communication, this is needed in creating, maintaining, and expanding
relationships with customers (Gronroos, 2004). Communication involves at least two or more people using the
usual communication methods carried out by someone such as oral, written, and nonverbal signals such as
symbols, colors or facial expressions. Ball et al.
(2004), revealed that communication can be done through written communication such as correspondence, e-
mail, web sites, or other interactions such as direct communication with company employees before, during,
and after conducting transactions. The things that have the potential to cause conflict are not only matters
relating to the product, but also relating to service, courtesy, courtesy, attention and caring attitude of the
employee or service provider.
The ability to handle conflict refers to the company's ability to prevent or minimize the impact of things that
could potentially lead to conflict, and the ability to resolve actual conflicts that have already occurred (Dwyer et
al., 1987). Conflict can be a serious problem within a company and may potentially reduce performance if the
conflict is allowed to drag on without resolution. Conflict handling is a special action when interacting with
customers (Ball et al., 2004).
The ability of the company to handle conflicts properly will give satisfaction to customers and cause customers
to become loyal (Ndubisi, 2009). Methodology Research related to Excellence and Service Strategies in
Increasing Customer Bank Loyalty. Moleong (2006: 94) there are two purposes to be achieved by the author in
setting the focus of writing. First, setting focus can limit studies. Second, the determination of focus serves to
meet the inclusion-exclusion or entry-exit criteria of information obtained in the field.
In line with Moleong's opinion, in this writing, it examines the effectiveness of Bank BRI Syariah's excellence
and strategy in increasing customer loyalty. The research method used is a qualitative approach, data
collection techniques by means of observation, observation and interviews conducted to informants. The
sample of the study was conducted on the leadership and customers of BRI Syariah Banyuwangi bank.
DISCUSSION Competitive Advantages of Islamic Banks For increase the market share of Islamic banks is to
disseminate products and services to the public.
The reason is the national Islamic financial literacy level has only reached 8% when referring to the 2017
Financial Services Authority (OJK) survey . B ank of sharia has advantages and benefits rather than
commercial banks. Almost all transactions carried out in financial institutions can use sharia contracts, as in
the conventional banking system there are no pawning transactions because it is a pawnshop service domain.
But that does not apply to Islamic banks.
In Islamic banks there is such a thing as rahn which is the contract used in the pawning process of goods.
Furthermore, there is a lease International Journal of Advanced Science and Technology Vol. 29, No. 7,
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advantage of other Islamic banks, ijarah because it is not in conventional bank products.
Ijarah is a contract to transfer the use rights (benefits) of an asset within a certain time with lease payments (
ujrah ) without being followed by the transfer of ownership of the asset itself. In practice, this lease develops
what is called ijarah al-maushufah fi al-dzimmah or indent lease . Now, many private companies and State-
Owned Enterprises (SOEs) utilize this indent lease agreement because it is not recorded as debt, so it is
positive for the company's financial performance.
With an indent lease agreement or ijarah al-maushufah fi al-dzimmah, Islamic banks can lease goods that
have not yet been made or are still being made by vendors. Other contract agreements that can be performed
in sharia business include istishna which is used in buying and selling transactions by ordering goods and
making payments in installments or in stages. Then, the kafalah is the contract that is used with the provision
of collateral in a transaction. In addition, the murabahah contract, which is also used for sale and purchase
transactions.
There is also a qard, which is a contract that is used for loans where the amount of refunds remains the same
or does not increase. Not only that, the excellence of Islamic banks is much glimpsed by many parties, both
individuals and agencies, there is a hawalah contract facility that can be used for the takeover of customer
debts from other banks. Hawalah is a contract to transfer debts from "muhil" dependents or people who are in
debt to muhal'alaih dependents or people who make debt payments.
So, in the hawalah there will be transfer of dependents or rights from one person to another. Therefore, the
hawalah receivable product is expected to be a solution for people who want to migrate from using
conventional bank services to Islamic banks. Not surprisingly, the market share of Islamic banking in Indonesia
has reached 5.74% until the end of 2017. Islamic banking has experienced quite high growth, which is 15.2%
or far higher than the growth of conventional banking nationally which reached 8.4%.
Therefore, optimizing the market share by socializing its products and services with the Relationship
Marketing strategy is important for the public, given the level of financial literacy is still minimal. Relationship
Marketing at BRI Syariah Bank Banyuwangi Relationship M arketin g is a relationship that is built by each
company whether it is services such as Bank BRI Syariah Banyuwangi.
The relationship that is built with the consumer greatly determines the profits to be gained by the company,
because the consumer will always return and he will bring new people to the BRI Syariah Banyuwangi Bank to
make transactions or loans, as well as savings. Results of an author interview with one Manager Marketing
Maneger Costumer Bank BRI Syariah Banyuwangi stated that the Bank BRI Syariah Banyuwangi an Islamic
banking which operates in the sector of funding and lending (financing and loans), funding that is a saving s
yariah without interest, in the form of de Posito individual ( individual). While the leading (loan) is a 15-year
financing, in the form of Public Housing Credit (KPR) financing from 25 million to 3 billion.
Bank BRI Syariah Banyuwangi also provides relief to customers by providing convenience for customers in
accordance with their wishes. Bank BRI Syariah Banyuwangi also provides facilities to institutions or
foundations by financing the "Periodic Financing Instrument (IPB)". BRI Syariah Banyuwangi Bank provides
convenience to customers by providing loans that are pawn in nature for the maximum needs of 100 million.
Furthermore BRI Syariah Banyuwangi also provides convenience for Muslims who want to perform the
pilgrimage with Hajj savings and Umrah savings for 5 years, in the count of 23 million from BRI Syariah and 2
million from customers.
Bank Rakyat Indonesia Syariah Banyuwangi also provides facilities for customers who need funds for
businesses that need medium funds with Smile Medium (SME) products, usually providing loans ranging from
500 million to 5 billion. For companies (corporate) there are loan facilities above 5 billion on the condition that
they must be incorporated and not individuals. BRI Syariah Banyuwangi Bank has superior products such as:
Community Housing Loans (KPR) with installments to pay off, savings (free of any fees), profit sharing ratio,
100 million or 62% and conventional banks 8%, and BRI Syariah Banyuwangi Bank prioritizes transparency
towards customers.
Bank BRI Syariah Banyuwangi also spoiled deposits or third parties by giving door prizes, International
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approximately 20 customers, calling customers from the BRI Syariah office approximately 1 hour each day.
BRI Syariah Banyuwangi Bank conducts marketing through print media, distributes brochures about BRI
Syariah Banyuwangi Bank products, socialization to the community, Village Cooperative Unit (KUD) in the
Village and this is very effective, conducting socialization through radio. Operational Relationship Marketing is
a form of concern for Bank BRI Syariah Banyuwangi to customers and explains the products that are at BRI
Syariah Bank Banyuwangi. Participation is to provide time and services by Bank BRI Syariah Banyuwangi
employees to customers without waiting for command from superiors.
sensing is to see the existence of customers who need help both services and capital assistance for their
businesses, and emotions are the level of emotional intelligence of employees in implementing the concept of
Relationship Marketing in dealing with customers who ask a lot of questions, but still maintain relationships
with customers. The relationship must be based on the principles of sincerity and mutual support, not just a
pseudo transactional relationship. Based on the analysis in this sub-chapter, a red thread can be drawn that
with an active Relationship Marketing and providing maximum services to customers will make customers
more comfortable and will have a positive effect on customers, so that Relationship marketing strategies play
an important role in customer interest in BRI Syariah Bank Banyuwangi.
Customer Perspectives on Implementation of Relationship Marketing Based on observations made by the
author, it was found that the majority of customers' opinions that the authors met stated that they were
satisfied with the services provided by BRI Syariah Banyuwangi Bank, both when saving or making loans.
Other evidence shows that the majority of customers who have been more than 3 (three) years become
customers of Bank BRI Syariah Banyuwangi. This means that there is considerable satisfaction for customers,
so they are willing to be loyal customers at BRI Syariah Syariah Banyuwangi.
Besides being loyal customers, they also know the products of Bank BRI Syariah Banyuwangi and they also
have choices and preferences for Bank BRI Syariah Banyuwangi products. The most preferred product by BRI
Syariah Banyuwangi Bank customers is mudharabah products. Not surprisingly, in the last 3 (three) years the
number of BRI Syariah Banyuwangi Bank customers is growing rapidly, the data that the author can currently
have BRI Syariah Banyuwangi Bank customers reach three to four thousand people.
The final analysis results in this section show that Relationship Marketing has been implemented well in BRI
Syariah Banyuwangi Bank by devoting the ability of all existing components of BRI Syariah Banyuwangi Bank
to provide the best service to customers, both in the form of explanations and services, as well as assisting
customers who want to perform borrowing or various transactions at Bank BRI Syariah Banyuwangi.
Relationship Marketing to Customer Loyalty According to Islam The analysis shows that Relationship
Marketing has a significant impact on customer loyalty at BRI Syariah Syariah Banyuwangi.
On the other hand, the maximum service shown by Bank BRI Syariah Banyuwangi has been in harmony with
the concept of hospitality in Islamic teachings. Aside from being worthy of worship, hospitality also creates
nuances of affection and effective networking. Relationship Marketing has established a pattern of action for
all parts of the BRI Syariah Banyuwangi Bank to carry out their duties responsibly and they (Bank BRI Syariah
Banyuwangi) strive to maintain friendship with customers and also try to provide the best service, so that
customers are comfortable and will bring friends, their families to become customers at BRI Syariah
Banyuwangi Bank.
The attitude of all components in the BRI Syariah Banyuwangi Bank is in line with the teachings of Islam,
especially those contained in the Al-Qur'an letter Al-Isra 'verse 53 which reads: And Say to my servants: "Let
them say more words good (right). In fact the devil caused a dispute between them. Indeed, Satan is the real
enemy of humans. The pattern developed by all components in BRI Syariah Banyuwangi Bank is the
implementation of the Relationship Marketing strategy which starts with the process of self- development with
a sincere and sincere heart in carrying out tasks.
Development of the heart can be International Journal of Advanced Science and Technology Vol. 29, No. 7,
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the qawiyyah billah precepts which is to maintain a strong relationship with Allah. One way is through breath
worship, by multiplying night prayers, shaum sunah, reading the Qur'an, and muhasabah (introspection, there
is a strong relationship with Allah swt. Silah qawiyyah has been done consistently and regularly, it must be
elaborated in a good relationship between individual believers.To
foster good relations between fellow Muslims it is necessary to take concrete actions. Second, implement or
pay attention to the rights of fellow Muslims (Muslim haqqul). In the hadith it is said, fellow Muslims if they
meet say hello, if invited to fulfill it, if sick visiting, if passed away delivered to his grave, and so on. It is
impossible to foster unity of the people without being preceded by efforts to establish hospitality.
Can not speak in a high level about the unity of the community and the unity of the congregation, without
having to realize it in the practice of daily life because after all, ukhuwah Islamiah is the result of a process that
is carried out continuously with real effort. On the other hand, Relationship Marketing is a profession that can
actually play a role in showing a sense of help and friendship often shows an unethical face, because there is
an element of competition for opportunity.
In modern times such as now where the activities and scale of the world business has been so large and
penetrated the boundaries of the State, Hafidhuddin (1998), also states that any business that ignores ethics
or moral considerations can cause tremendous danger to the community, even he can apply very exploitative.
One must work with perseverance by devoting all his expertise. If someone works according to their abilities, it
will give birth to things that are optimal. Conclusion In this study it can be concluded that the competitive
advantages that exist in Bank BRI Syariah Banyuwangi also need to be supported by the right strategy, in this
case the existence of an effective Relationship Marketing system. to increase customer loyalty.
The effectiveness of the Relationship Market at BRI Syariah Banyuwangi Bank is illustrated by several things,
among others: First, the services at BRI Syariah Banyuwangi Bank have been carried out optimally by trying
to devote all the capabilities of components in BRI Syariah Banyuwangi Bank to provide the best service to
customers, such as by providing various explanations and services as well as assisting customers, both for
customers who want to save money or who want to make loans fairly according to the principles in
Relationship Marketing.
Secondly, the consistent application of Relationship Marketing principles as in point one above has
significantly impacted Customer Loyalty on customers at BRI Syariah Syariah Banyuwangi. Third, Overall the
services provided by BRI Syariah Banyuwangi Bank are in accordance with Relationship Marketing and in line
with the principles of Islamic economics, so that the competitive advantages that exist in Islamic banking can
be optimally translated by BRI Syariah Banyuwangi Bank which makes this banking able to develop rapidly ,
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